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The Impact of ChatGPT

ChatGPT, famous for its generative Al, achieved 100 million users in just two months, a
speed that can be seen as overwhelming compared to other well-known content.

Number of months it took to reach 100 million users
0 10 20 30 40 1510) 60

facebook 54months
twitter | 49Momths
Instagram 30Months
LINE e 19Months
TikTok I ©Months
ChatGPT M 2Months

Source: Prepared by EY based on various press materials
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Al Market

The market size for Al is accelerating and is expected to grow at a CAGR of 35.5% through
2030. Generative Al is expected to have a significant impact, with estimates of an

additional 15-40% market boost and a 7% increase in GDP.
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Generative Al could have an
annual economic impact of
$2.6 trillion to $4.4 trillion
when applied industry-wide
(an additional 15-40% of
the economic impact of
non-Generative Al)*

Generative Al could
increase global GDP by 7%
(about $7 trillion) over 10

years and boost
productivity growth by 1.5
percentage points 3

*1 Created by EY based on “Artificial intelligence (Al) market size worldwide in 2021 with a forecast until 2030", STATISTA, https://www.statista.com/statistics/1365145/artificial-intelligence-market-size/

(access on 19t April 2024)

*2 Created by EY based on “The economic potential of generative Al: The next productivity frontier”, McKinsey & Company, https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-

potential-of-generative-ai-the-next-productivity-frontierftbusiness-and-society (access on 19t April 2024)

*3 Created by EY based on “Generative Al could raise global GDP by 7%", Goldman Sachs, https://www.goldmansachs.com/intelligence/pages/generative-ai-could-raise-global-gdp-by-7-percent.html

6 (access on 19t April 2024)
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Use case of Al

Al is expected to have a major impact in the areas of personalization, automation of work
(efficiency), and deepening communication, and many efforts are underway.

. Automation
Personalization
> Improvement of
» More personalized operational efficiency
travel suggestions and productivity
Al

based on data from » Automatic

past experiences, etc. arrangement of travel

» Expected to increase itineraries
travel satisfaction » Automated matching
‘ of customer needs
€ommunication

» Improvement of UX
through chat-style
interaction rather than
selecting from a listing
(incl automatic
language translation,
etc.)

» Evolution of
communication
channels by generating
avatars, etc. (XR)
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Is this really the only impact Al will have?
Is there any impact that will disrupt existing business models?

P
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The Impact of Generative Al on the Tourism
Industry




Three changes caused by Al

Three possible changes that could occur with the introduction of generative Al are @ a change in the
vector of data collection, @ a shift in business models, and ® a change in the human resources
required.

B Can we really dig deep into traveler personas in tourism, where data collection for
D Changing vectors of personalization is attempted but limited in frequency?
data collection B Can small- and micro-scale operators other than major platformers participate in this
trend?
B Are travelers really getting their needs met by the intermediary business of travel
® Business Model agencies and OTAs as in the past?
Transformation m Will suppliers continue to wait for travel agencies and OTAs to send their customers
without access to travelers themselves?
Changes in human B |Is there a real need for data scientists and other advanced data analysis personnel in the
©) resources required in region?
the region ® What kind of human resources do we really need?
-
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®Changing vectors of data collection: fragmented real image of travelers

Currently, customer management is carried out on a facility-by-facility basis, which means that the
traveler's image is captured only in fragments and the value of the customer experience is limited,
making personalization a major challenge.

11

Challenges in current customer information

management
Only the red segment of
the traveler's persona was
visible for individual (e
companies attempting to Traveler
access data Info matlog
manage individually|
A
Restaurants I

Accommodation Retail

Approaches to obtaining traveler information

» Each facility only gets a "fragmentary" glimpse of travelers,
which obscures their true needs and limits the customer
experience that can be offered

» When travelers conduct direct research on areas that match
their desired destination, they may be unaware of the full
range of attractions and services offered by tourist facilities,
creating a risk of reduced experiential value.

Offer a variety of services and \ Previous
1 (1)| |accumulate traveler information — approach
through vertical integration ) es
Collaboration among businesses ]
)1 (2) | |to consolidate traveler data Important
(Business collaborations) approaches
— going
3) Data received directly from the R
traveler

E> By gathering data from travelers, it becomes feasible to |
! not only chronicle their journey experiences but also to
i understand their emotional responses (perspectives) |
i throughout their travels, which could lead to more :
. personalized service offerings :

________________________________________________



@DChanging vectors of data collection: new vectors of customer information management (VRM)

The concept of VRM, where individuals manage their own data and provide it to companies, rather
than CRM, where companies collect, manage, and approach customer information, will become more

important in the future.

CRM

(Customer Relationship Management)

Transaction

Recommendation

history, based on past
personal 'ﬂ E """"""" ] data
information, *— B e ——
etc. [T
N Retail
i If
— O
E -
Traveler AR R Restaurants
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What kinds
of business

models
are possible?

VRM

(Vendor Relationship Management)

Transaction

history,
personal ’D%
information, *—
etc.

Traveler

Services provided
according to traveler

requirements

-
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Offer data

Retail
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O

Restaurants

»
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|
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@Business Model Transformation: Current Business Model and Challenges

While Al is expected to increase recommendations, personalization, and operational efficiency, don't
you really want to propose services that respond to dynamically changing demand and determine
your own travel process, just like buying that day's dinner ingredients at the supermarket?

Demand side Supply side

ol
(W - @ Iz

A 4

Travelers
Suppliers
Basically, based on historical data Improving Business Efficiency and
: Expected R
Recommendation Effect Productivity with Al
Personalization e Sophistication of customer service
The purpose of a trip should be very

different depending on the emotions of the While the impact on the cost side is
moment, the people traveling with you, etc. significant, do we just continue to wait for

Is recommendation and personalization the travelers to be sent by agencies and
based on historical and relevant data really OTAs without knowing what their needs are?

what travelers are looking for?
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@Shifting business models: Changing roles of travel agencies and OTAs
Al could bring back power to suppliers for the first time and the structure of
industry could change dramatically.

_______________________________________________________

» Travelers are in a somewhat stronger position

demand that is being visualized.

Request Travel ) ¢ ' because travel agencies cannot assess

Past Image inventory i demand without listening to travelers' needs. !
fli Demand > , » On the other hand, suppliers are in a relatively !
(offline) > weak position in the structure of providing
>> ' inventory to travel agencies and receiving :

i customers.

Select form the listing _______________________________________

Recommendation > :cl'ra\c/jetlers Tfteng:_zose from OTA listings and

by historical record . tendtorelyon UIAS :

Now U and data inventory ' » Suppliers continue to provide inventory to :
(online) Demand i OTAs and are in a relatively weak positionin
. the structure to have their listings and

receiving customers from OTAs.

Bid or

Requltre:;;avel Al Suggest their i » Travelers can visualize their needs online and

service . . . . ,

D] N' Matching B ] plan rpore personalized trips online, as they ]

Future PF have in the past
> < 1 » Suppliers can for the first time directly access

1 + and communicate with travelers on the travel

First time ever communicate with each other online

14 EY



@Transformation of business model: Empowerment of suppliers

Al will facilitate supplier participation by visualizing and unbundling travelers' needs and
will further accelerate the shift to an industry structure that empowers suppliers.

A more local and

S 009 o
! QW7 — personalized experience is
|

: > V!sual!zat!on of a_mblguous needs possible.

» Visualization of diverse requests for group
travel and solo travel (previously, select from a
list of those that fit the criteria).

- Travelers

~~
-~
~
-~
~
-~
~

o = i S~ Traveler's Unbundling Needs

» Propose services that your company can provide demand Empowerinq Suppliers

to meet the needs of your clients (until now, this
has generally been done through standardized

text in listings). T~
""""""""""""""""""""""""" t Creating this vector is important.

Increased sophistication of

_EER I _ :
Suppliers @Mﬂ Hl =] K@ - You cans:zil:lfzzss‘tomers

Retail Restaurant Accommodation Activity directly by yourself online, -
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(3 Changes in human resources required in the region: Toward human resources with the ability to read and understand data

With the advent of generative Al, the human resources required have shifted from
“"how to analyze data' to "how to interpret data.

Rased on e analvsis
. Based on the analysis
Collect and maintain data Il BN EElAE IR Ui (U 26 e results, reflect them in
. spreadsheets and see what the results of the .
for analysis e . . future strategies and
statistical analysis methods analysis mean.
measures
Acquisition of
analytical skills
is a bottleneck
(lack of human No analysis, and therefore no subsequent process.
Data collection and resources)
maintenance continue to |
be important Cultivating the
ability to read and
understand
numbers is the key
Generative Al performs to human resource

some analysis development,

With the advent of generative Al, human resource development has shifted from “personnel who can analyze data”
to "personnel who have the ability to read and understand data.
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What business strategies should be
considered in the era of generative Al?




Direction of Business Strategies to Consider in the Era of Generative Al

Al is just a tool, and it can be used as a mechanism to naturally draw out the needs of travelers or to
compensate for a shortage of human resources, but at the end of the day, overall design based on
collaboration among companies and human judgment is important.

Travelers
Can you find out the , How can we findlout B The key to personalization is
traveler's behavior and oo
. NN what travelers' needs how to understand the needs
preferences outside of the N - ft I
trip? are? of travelers
4 B When information other than
: travel is needed, the focus is
Utilization LocaI' on how tg prorpote .
companies cooperation with businesses
that have many touch points
A| @ with travelers (consumers).
* \
1 \
//’ . il oo TS e
s ; > Managemen =, Sso B |t is important to compensate
’,f” H * E Employees | W Al Sso for the shortage of human
« S= resources with Al, but at the
0L oy ey oy ey end of the day, “judgment” by
W w W 5 a0 humans is important.
B To develop human resources
How can routine tasks be transferred Can we use Al as a discussion partner Let Al do the data analysis, UL EIL f9§ter o Eg 15
.. make decisions
to Al to free up resources for to make decisions? etc., and how do you
customer service and management? interpret the numbers?
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The report on generative Al can be downloaded here
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